
GREGWONG

DESIGN DIRECTION
/ Brand   / UI   / UX

With extensive experience in digital design, product marketing,  
agency creative, and brand experience, Greg builds human connections.



PROCESS

DESIGN THINKING  +  LEAN UX  +  AGILE ITERATIONS

What's the problem?              How might we solve it?              What assumptions are there?              How will we test?

FROM IDEATION TO IMPLEMENTATION

INSIGHT EMPATHY DIVERGENCE STRATEGY SYNERGY



KNOW SARC  

DIGITAL EXPERIENCE DESIGN
Consumer Health 
 
For my Patients & Purpose pharma client, 
Mallinckrodt, I created Know Sarcoidosis – 
a mobile-first web app to aid consumers 
searching for information on the disease 
sarcoidosis. I led the design direction 
to create a friendly and engaging brand 
experience. It was geared for an urban 
patient audience in their 20s and 30s who 
use their cell phones more than they use 
desktop computers. 
 
The mobile UI has an innovative horizontal 
page turning interaction that breaks down 
the information into digestable content 
chapters with information design. The 
desktop UI also features ground breaking 
immersive 3D model tours.

The response to Know Sarcoidosis was 
ground breaking with an average time on site 
that was three times the industry average, 
The amount of CRM signups was four times 
the average. This site set new records for our 
client in terms of brand engagement and 
tactical value. 

knowsarcoidosis.com

http://knowsarcoidosis.com


KNOW SARCOIDOSIS   

Multi-device views of  
KnowSarcoidosis.com



LYLE

DIGITAL PRODUCT EXPERIENCE 
Men's Wellness 
 
I'm currently consulting to the product 
launch and service design for a new 
digital men's health lifestyle platform 
– Lyle. I'm guiding brand and customer 
experience design direction, strategizing 
for marketplace launch. By co-creation 
with the client and users, I mapped out 
user journey goals amd a service diagram 
for the men's health experience. 

Lyle will innovate men's nutrition in 
2018. First to launch will be nutrition 
mangement with a an app based coach 
for logging food intake and providing 
healthy meal options. Future product 
iterations will include fitness and 
mindfulness coaching. 
   



LYLE

INFLUENCES

- Roommates sporadic with healthy living
- the Lad Bible, Thrillist
- Bleecher Report, ESPN

- NY Daily News
- Tinder, Instagram, Swarm

TASKS

- Has to figure out his working lunch, but doesn’t 
plan well for healthy option.

- Buys protein powder / meals buy not sure the best 
ways to take it.

FEELINGS

- Wants to lose his office beer belly.
- Feels he could be back to his college prime.
- Exhausted from long work days and seeks 

comfort experiences (fast food, drinks)

PAIN POINTS

- Needs to remember the calorie impact 
from bad food / drink

- Doesn’t know what regiment to 
follow at his gym

- Needs reminders to keep health / 
nutrition top of mind

OVERALL GOAL

- Wants to lose weight and be energetic
- Desires to look good for the dating scene

JOHN 
Ad Sales Manager

26 years old, Single

INFLUENCES

- GQ, Esquire
- Financial Times. Wall Street Journal

- Tim Ferriss,  Men’s Health
- Nike, Under Armour, Ted Baker

- Gizmodo

TASKS

- Often occupied with work meetings, business trips 
and his family with 2 kids

- Eats whatever is available or provided for at work
(sandwiches, salads, coffee)

- Uses apps for convenience around his work 
lifestyle (Uber, Seamless, Expedia, Tripit)

FEELINGS

- Feels like he’s starting to hit middle age and 
unhappy that he has to start sizing up his suits.

- Starts to feel his body slowing down and 
longer recoveries from work outs

- Feels that there aren’t enough hours
in the day to do things

PAIN POINTS OVERALL GOAL

- Wants to lose his dad bod
- Wants to achieve fitness and health in 

the midst of a busy family / work life

BARRY
Finance Director

35 years old, Married

- Needs help maximizing his day 
to meet his personal goals

- Has irregular worklife routines 
due to travel

KEY EXPERIENCE OBJECTIVES  

• Be a go to for all things nutrition for male weight loss.

• Function as a virtual dietitian 

•  Feel like your dietitian is talking to you and keeping you on track every step of the way. 

The user should be held accountable by Lyle. 

•  Check in on the user as a dietitian would making sure they are motivated  

and sticking to the tasks set by Lyle

• Motivate users to eat well so they can lose weight 

Work in progress – Lyle will innovate men's health in 2018.

UX Empathy Maps



LYLE

Work in progress – Lyle will innovate men's health in 2018.

POST-SERVICE PERIODSERVICE PERIODPRE-SERVICE PERIOD

Customer journey map with the lens of the personas.
Add touchpoints, channel, barriers, analytics, and quotes to make it more representative. Brainstorm 
actions to improve customer experience.

SERVICE JOURNEY

Look for 
social proof 

and 
testimonials

Accept 
credit 
card 

payment

Offer an email 
receipt for the 
purchase and 

next steps

Re- post to 
motivate 

and 
recognize

Allow to save 
favorites in 

the profile and 
give feedback 

to meals

Assess Lyle 
value and 

brand 
lifestyle 

content fit

What value will 
the email and 
social content 
offer for non 
app users?

Conduct a 
survey on what 

would customers 
prefer > create 

more customized 
menus

ADVERTISING / PUBLIC RELATIONS
How is the service proposition communi ated by service provider? Which touсhpoints do customers experience during the service journey?

Are there any critical incidents, i.e. touchpoints customers experience as especially good or bad?

EXPECTATIONS
What are (potential) expectations towards the service and/or service 
provider?

CUSTOMER RELATIONSHIP MANAGMENT
How does the service provide follow-up with customers?

SOCIAL MEDIA
What do customers communicate about the service and/or service 
provider through social media?

WORD-OF-MOUTH
What do customers tell their friends, colleagues and family about the 
service and/or service provider?

SATISFACTION / DISSATISFACTION
Customers individually assess the service by comparing service 
expectations with their personal service experiences.

SOCIAL MEDIA
Which pre-service information can people access 
through social media?

WORD-OF-MOUTH
What do friends, colleagues and family actually communicate about the 
service and/or service provider?

PAST EXPERIENCES
Which experiences do people have with (similar) services and/or service 
providers?

EXPERIENCES
What are the individual experiences customers have with the service and/or service provider during the 
service period?

Emails with 
discounts 

and lifestyle 
content

They 
encourage to 
share pictures 
and repost the 

best

I'm feeling 
healthy 

and more 
studly,

It got me 
in shape 
for my 

wedding!

It is useful, but I don't 
think that it will be my 

every day solution. 
Maybe on those 
times when I'm 
focused to be in 

better shape.

I liked the service 
very much, but I 

would like to have 
more choice on 
pre- ready food 

sets

Tracking and 
meal ordering -  it 

saves time, 
keeps the menu 
diversified and 
helps to follow 
healthy lifestyle

Tasty pics 
of meals 

and caloric 
info

Nutrition 
principles

Examples of 
the 

encouraging 
voice of Lyle

Sample 
dish 

menus

Friend: he 
looks healthy 

and full of 
energy, maybe 
I will try it too

Wife: will we 
be eating 

meals 
together?

Coworker: 
there is variety 

in his meals 
and he's cutting 

back on 
drinking

Nutrition tracking 
and help in an 
easy guide -  it 

helps you
follow healthy 

lifestyle

I've tried other fad 
diets (Whole 30) but 
lost interest after not 

seeing results. I 
forget the impact of 
binging on bad food.

5,75%

4.4%

4.4%

6.2%

4.3%

1.1%

5.7%

Notices 
posts in 

social media

Lands on 
the 

Asks questions 
to Support 
Service via 

chat or phone

Sets up 
app profile 
and goals

Uses 
the Lyle 

app

Orders the 
Lyle 

custom 
meal plan

Receives 
and eats 
the meal 

plan

Shares his 
meal on 
social 
media

Receives 
emails with 

encouragement 
and health tips

Notices posts 
of retargeting 

campaign if he  
didn't purchase

12.5%

I try to stay fit by 
hitting the gym 

but I lose 
momentum by 

not knowing what 
to do.

I've used 
nutrition trackers 
on my phone but 
the interface was 
cumbersome and 

not easy.

This service is 
geared towards 

me with a 
men's health 

brand voice. It's 
not for women.

Tracks 
lifestyle -  
nutrition, 

water

Figure out 
onboarding 
and brand 

story

Menu 
tailorization

request 
feature

I'd like to be able to 
adjust meal orders 

on the fly to 
accomodate my 

busy work 
schedule.

Customers join 
the #lylelife 

social 
conversation of 
their progress

Lyle is 
friendly 

and 
insightful.

I'm no 
longer alone 
in my quest 

to be 
healthier.

site

UX Customer Journey / Service Map 



GLOBAL PI VILLAGE   

DIGITAL EXPERIENCE DESIGN 
Consumer Health 
 
At Patients & Purpose, I developed the 
Global PI Village for the Jeffrey Modell 
Foundation to raise awareness about 
Primary Immunodeficiency (PI) amongst 
the general public.  
 
I conceived a dynamic site concept to 
engage consumers to learn about PI as they 
take a tour through a town landscape. We 
developed a friendly and fresh face for JMF, 
which referenced organization leaders and 
brand touches in a personable and offbeat 
way. I worked with an illustrator to produce 
an exciting world to explore.  
 
A friendly village mayor character was 
designed to guide users though the site. 
With this friendly and easy to navigate 
village, those who were seeking answers 
quickly found a supportive community.

This site won industry acclaim as the Best 
Disease Education Website by DTC and an 
Outstanding Achievement title in the 2015 
Web Awards.

info4pi.org

http://info4pi.org


GLOBAL PI VILLAGE   



RESTORE FREEDOM

BRAND CREATIVE DIRECTION 
Sex-Trafficking Non-Profit 
 
Possibly my most meaningful work 
was leading communications and 
branding for Restore NYC, a non-profit 
organization dedicated to the holistic 
rescue and care of foreign-born sex-
trafficking survivors in New York City. I 
created a two year "Restore Freedom" 
integrated campaign to build awareness 
and increase capital through direct 
marketing, print and online advertising, 
online videos, a new website, digital 
fundraising campaigns and event rallies.

The work highlighted the women’s 
realities as both slaves and survivors. We 
conveyed glimpses into their personal 
journeys and their transformative impact 
from the help they received. 
 



SEX TRAFFICKING SURVIVOR STORIES

VIDEO CREATIVE DIRECTION 
Sex-Trafficking Survivor PSAs
 
I produced a series of videos to 
powerfully convey the predicament of 
sex trafficking survivors in NYC. The 
videos' range of execution included 
documentary interviews, dramatization, 
and animation. They powerfully raised 
awareness and support for Restore 
NYC's safehouse program.

Restore is a nonprofit dedicated to 
restoring freedom, safety and hope for 
foreign-born survivors of sex trafficking 
by providing long-term, holistic aftercare 
services. As a creative director, I was 
privileged to create impactful pieces that 
helped transform women's lives in my 
local community. As a board member for 
Restore, I strategized for effectiveness, 
impact and sustainability for the 
organization. 
 
gregwong.com/survivorstories 
 

Girl In A Tree

Invictus

Survivor Stories

http://gregwong.com/survivorstories


PREPARE FOR FLARE   

CREATIVE DIRECTION 
Consumer Health 
 
At Patients & Purpose, I led the creation 
of Prepare For Flare – a digital campaign 
site to reach patients suffering from 
rheumatoid arthritis. This was a 
strategic unbranded tactic for a major 
pharmaceutical client to reach patients 
who suffer from arthritis flare ups.  
 
We created a unique brand voice and 
distinctive campaign identity that felt 
empathetic, empowering, bold and 
progressive. Prepare For Flare delivered 
helpful streaming video and downloadable 
flare tracker for patients and caregivers. 
By engaging customers with preventative 
flare information, we invited them to learn 
more about a brand treatment option.



THAT'S GOTTA HURT  

SOCIAL / CREATIVE DIRECTION 
Consumer Product Acquisition
 
For Pfizer, Patients & Purpose created  
a targeted social awareness campaign 
to promote FlectorPatch, a topical black 
box medication. The That’s Gotta Hurt 
campaign had a unique brand voice 
and engaged with consumers who are 
experiencing minor pains and injuries. 

We targeted social ads to active people 
who expressed minor injuries or 
participated in strenuous recreational 
activity. The targeted social posts gave 
#thatsgottahurt reach and awareness. I 
created the platform engagement with 
content posts and led art direction for the 
campaign look, created the unbranded 
campaign profiles and led the UX for the 
final destination landing page experience. 

On Facebook, we had 69 million 
impressions, leading to a 20% increase in 
page visits. The campaign was a success 
with 121,000 impressions in 4 weeks.

 



ACTHAR SPECIALTY CENTER

DIGITAL EXPERIENCE 
Professional Health 
 
For Acthar, I led the design and content 
revamp of a family of responsive 
resource centers for health care 
providers and consumers across several 
disease indications. Key indication 
areas were neurology, nephrology, 
pulmonology, rheumatology and 
ophthalmology. 

I created a comprehensive design system 
and templated approach with over 70 
unique content pages across different 
sites over the several months. My team 
visually unified dozens of different brand 
campaigns, case studies, mechanisms of 
action and tailored each experience to 
meet the user needs for each consumer 
stakeholder.

actharhcp.com
actharneurology.com
actharnephrology.com
acrharpulmonology.com
actharrheumatology.com
actharophthalmology.com

http://actharhcp.com
http://actharneurology.com 
http://actharnephrology.com 
http://acrharpulmonology.com 
http://actharrheumatology.com 
http://actharophthalmology.com 


ACTHAR SPECIALTY CENTER



ACTHAR SPECIALTY CENTER



ACTHAR SPECIALTY CENTER



PFIZER ONCOLOGY TOGETHER   

BRAND / DIGITAL EXPERIENCE 
Consumer & Professional Resource 
 
For Pfizer, I led the brand creation of a 
new oncology resource hub for patients 
and HCPS – Pfizer Oncology Together. 
For the first time, Pfizer has centralized 
all of the support resources across all  
of its oncology brands into one 
convenient digital destination. 
 
For the brand launch, I led the design 
direction for the identity, website, and 
launch materials. To lay a foundation for 
the brand's rapid growth, I created the 
brand guidelines and content templates 
for how Pfizer Oncology Together would 
be brought into the numerous oncology 
product brands' communications. 
  
pfizeroncologytogether.com

http://pfizeroncologytogether.com


PFIZER ONCOLOGY TOGETHER  



HEALTHY PERSPECTIVES PODCAST  

DIGITAL EXPERIENCE 
Innovation Podcast 
 
I founded and produced Patients & 
Purpose's first podcast covering 
digital trends and patient healthcare 
innovation – Healthy Perspectives.  
 
We interviewed a series of industry 
guests and shared our curiosity and 
passion for the patient space. We were 
the directors of our agency's social 
channels, which led us to explore new 
frontiers for industry influence. 

With a modest budget and a lot of 
creative resourcefulness, we crafted an 
engaging year-long season of content, 
ranging from social media trends to 
the future with IBM Watson machine 
learning. We attracted nearly 100,000 
episode downloads, making this the most 
effective agency promotion ever. 
   
bit.ly/hppodcast

MOST LISTENED EPISODES

IBM Watson Health & Cognitive Computing 

Twitter & the Social Health Revolution

User Experience & Design

The Patient Perspective on SXSW

The Pulse of Social Media in Healthcare 

The Lions Health MedTech Expo 

Life Changing Work From Lions Health 

Patients & Purpose (formerly CDMiConnect) 
has a lot to say about digital media, 
healthcare, and innovation. 
Through our podcast series, we invite thought leaders to join us 
in discussing topics relevant to our industry. With this popular 
media format, we’re able to start the conversation, lead it, and 
showcase our expertise. In addition to sharing our healthy 
perspectives, the podcast has greatly increased our reach and 
influence in the industry.

HEALTHY PERSPECTIVES PODCAST

Podcasts  >  Business  >  Business News  >  Patients & Purpose

100,000+ downloads

A $400 budget

One microphone 

Two creative hosts

HEALTHY 
PERSPECTIVES

http://bit.ly/hppodcast


MIDNIGHT RUN

DIGITAL PRODUCT DESIGN (UI/UX) 
Street Justice Community 
 
Currently I'm consulting to the digital 
product and brand revamp for a non-
profit that cares for the homeless street 
community in NYC. Midnight Run is a 
community of sharing bringing together 
the homeless street community and 
suburban volunteer groups. They plan 
and hundreds of runs throughout the 
year to distribute meals, clothing and 
resources to those on the streets in 
need. 
 
My lean user experience process  
included with seeking customer 
insight with ethographic field research, 
interviews, persona mapping and user 
journeys. From there I developed the user 
experience with the sitemap, wireframes, 
and mockups of varying fidelity. 

The new digital community platform wil 
launch later this year.

Old Website Design

NYC Homeless Service Run



MIDNIGHT RUN

Organization Service Goals 
& User Personas (Street, Staff & Volunteer)



MIDNIGHT RUN
User Tasks

Hypotheses Creation

Impact & Risk Map



MIDNIGHT RUN

Fourth-level navigation item. 
In-page links.

2.2.2.2 Level 4 page

Third-level navigation item. 
In-page links.

1.1.1 Level 3 page

Second-level navigation item. Listed in footer

1.1 SubsectionHub PageH
Linked from footer only

Hub PageH
Linked from main navigation

Map Key

1.1 History

1.2 Policies

1.3 Staff / Board

HomepageH

Our Story1 Donate2 Contact3 Login4

Website
Sitemap v1.0

MIDNIGHT RUN

V.1 Preparation

V.2 Logistics

V.3 Distribution

S.1 Tonight’s 
Schedule

S.2 Street
Resources

Street ProfileS Volunteer 
ProfileV

Site Map

Content Flow

Low Fidelity Wireframe Sketches 



MIDNIGHT RUN

Medium Fidelity Wireframes 



MIDNIGHT RUN

Visual Design (Street Profile) Visual Design (Volunteer Profile)



FIRMIO IDENTITY SYSTEM

Morebi Rounded
Morebi Rounded Bold
ABCDEFGHIJKLMNOPQRSTU-
VWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Morebi Rounded Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

Typography

Iconography

Color palette

Charts & graphs

Logo

Color gradients & secondary graphic element

LOREM IPSUM 
SIT AMET

35%
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FIRMIO IDENTITY SYSTEM

More brand prominent More text heavy

Lorem ipsum dolor sit amet, consectetur 

adipiscing elit. Nunc nunc urna, vehicula at 

lorem semper, tempor pretium arcu. 

Pellentesque posuere lorem at elit tempor 

feugiat vitae sit amet dui. Curabitur id felis non 

metus vestibulum gravida. Nunc non iaculis 

nunc, ac varius metus. Vestibulum ante ipsum 

primis in faucibus orci luctus et ultrices 

posuere cubilia Curae; Aliquam erat volutpat.

Lorem ipsum dolor sit amet, consectetur 

adipiscing elit. Nunc nunc urna, vehicula at 

lorem semper, tempor pretium arcu. 

Pellentesque posuere lorem at elit tempor 

feugiat vitae sit amet dui. Curabitur id felis non 

metus vestibulum gravida. Nunc non iaculis 

nunc, ac varius metus. 

Vestibulum ante ipsum primis in faucibus orci 

luctus et ultrices posuere cubilia Curae; 

Aliquam erat volutpat. In ac ex mattis, pharetra 

velit sit amet, tincidunt nulla. Nullam laoreet, 

justo eu tristique consectetur, purus purus 

suscipit nisl, eu placerat velit felis nec lorem.

Quisque porttitor eros sem, vel dignissim nisl 

blandit eu. Cras non nunc nulla. Mauris eget 

mauris vel sem iaculis hendrerit et ac libero. 

Maecenas lacus nibh, fringilla volutpat 

imperdiet at, gravida venenatis dui. Praesent 

vitae ipsum massa. Phasellus accumsan 

vulputate vulputate. Suspendisse eu metus 

urna. Nullam est eros.

COLUMN 1

265

789

265
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548
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COLUMN 1

345

265
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178
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ROW 1

ROW 2

ROW 3

ROW 4

ROW 5

ROW 6

Progressing
Treatments 
With Innovative
Formulations

Lorem ipsum dolor sit 
amet, rhonc odio 
maecenas gue neque. 88%

Progressing
Treatments 
With Innovative
Formulations
LOREM IPSUM DOLOR SIT AMET, 
RHONC ODIO NEC EUISMOD



FIRMIO IDENTITY SYSTEM

Environment



VARIOUS LOGOS

BRAND IDENTITY 
Logo Projects 



GREGWONG
Design Director With Entrepreneurial Spirit  

With extensive experience in brand / UI / UX design,  
I activate human connections to products and services. 
I'm passionate about discovering insights and advancing 
technologies that will shape the future.

Recently as a Vice President, Art (Design Director) at Patients & Purpose, I created 
digital experiences and products for healthcare consumers and professionals. As part 
of the Emerging Digital Group, I managed design teams, created original content, and 
advanced new social platforms. I currently consult with agencies, startups and non-
profits. I've helped brands such as Intel, Microsoft, Hewlett-Packard, Choice Hotels, 
Citibank, TD Ameritrade, Pfizer, StartingBloc and Restore NYC. 
 

         See more work at gregwong.com 
 

                  Say hello at greg@gregwong.com

http://gregwong.com



